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Abstract 
This dissertation was written as part of the MSc in Strategic Product Design at the 
International Hellenic University.  
 
Our modern society and human communication have been revolutionised by the 
existence of social media and online communities. Those media and platforms help 
people connect, communicate, share ideas and moments, review products and 
experiences and express themselves. Therefore, they have grown into a prime channel 
that marketers and brands all over the world use to get close to their customers and 
influence their consuming behaviour. The online digital world is increasingly changing 
the way consumers behave, impacting the way they think and decide to buy. People 
share opinions with people they know and people they don’t know and they get 
influenced by them. Peer recommendations are viewed as the new form of WOM 
(word of mouth), eWOM and people trust them more than traditional advertisements 
and other marketer-generated information. 
The aim of this research is to study the impact of social media and online influences on 
consumer behaviour on a Greek market sample and end up in some conclusions about 
the relation that Greek people have with the media, whether they influence their 
purchases and how marketers and businesses in Greece could take advantage of those 
outcomes. In the first section, a brief introduction to the chosen subject is stated, 
followed by relevant information on literature review and other studies. In the second 
part, research methodology and the outcomes are described and analysed. Finally, the 
conclusions are presented, along with research limitations and recommendations for 
further investigation. 
 
I would like to thank my professor Ms Maria Tsourela for the valuable help and 
directions she gave me and all the friendly staff and professors of the IHU University. 
Finally, I want to thank my family and my friends for their support in the data 
collection process. 
 






  -i- 
Preface 
I was very excited to conduct this dissertation for my master in the International 
Hellenic University. I have a personal interest in the field, since I am the owner of a 
graphic design studio and digital marketing is one of the services me and my team 
offer to our clients. Thus, I was very curious to see the outcome of this research. I also 
got excited by the fact that many people came in touch with me after completing the 
questionnaire and told me that it made them start thinking in a different way. They 
claimed that after their participation in the research they had begun to be more 
skeptical about the content they come across on social media and to be more aware of 
how they get affected by it regarding a purchase or a new “need”. I hope the reader 
feels the same way and finds this paper interesting and stimulating. 
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Introduction 
Social media enjoy a phenomenal success in terms of adoption and usage levels. They 
cause paradigm shifts on how people connect and communicate with each other, on 
how they express and share ideas, and even on how they engage with products, 
brands, and organisations. It seems that social media and online communication takes 
us back to the early years when people had the need to be together, live in groups and 
take decisions together, affecting one another. 
Undoubtedly, not only users but also any company has to go online, in order to survive 
competition. Information is the key to success and thus, along with the necessity of a 
webpage comes the need of social media content. Successful content of this kind has a 
great chance of going viral and by this, audience members will start to spread it all 
over the internet, informing friends and other people about a brand, a product, an 
event or a service. They can accomplish the above through various ways, such as 
uploading photos and videos or writing articles and previews. In this manner, 
consumers gain access to a variety of possibilities and offers and all of this in a fraction 
of the time they would need to gather the necessary information through mainstream 
sources. Obviously, in the last years the digital world is viewed by its users in a new, 
much more commercial perspective. This fact has turned the users into consumers. 
Even the way of communication between possible consumers, brands and marketers 
has drastically changed. (Hennig-Thurau et al., 2004) Consumers use social media in 
their everyday life for various reasons. Most of them want to maintain and establish 
relationships with friends, relatives and people they know. The need for maintaining 
interpersonal connectivity has benefits derived from establishing and maintaining 
relations and contact with other people in a manner of giving social support, intimacy, 
and friendship. (Utpal et al., 2004). Many researchers have studied the influence of 
social media on consumer behaviour. Mangold and Faulds (2009) proposed that 
consumers use social media because they can have fast access to information at their 
convenience, which can help them know about new products and trends and decide 
on what to buy. (Powers et al., 2012). Social media allow users to get close to peers by 
adding them to networks of people they are related to, which facilitates 
communication, particularly among peer groups (Ahuja and Galvin 2003). Yayli and 
Bayram (2012) showed that online consumer reviews can have a casual impact on 
what products or services consumer choose and purchase, while others revealed that 
they can have a positive influence on consumers purchase intentions when the quality 
of the online product reviews is combined to the perceived quantity of reviews (Zhou 
et al., 2013; Zhang et al., 2014). Mangold and Faulds highlight the fact that there is a 
tendency to the consumers to mistrust mainstream media such as television and radio 
and turn away from those sources that used to guide their purchases in the past 
(Mangold and Faulds, 2009). In addition to this, Constantinides (2014) supports in his 
research that social media are perceived as a more trustworthy source of information 
in comparison to the corporate advertisement. Other researchers focus on the 
characteristics of social networking sites and reviews of customers, which increase 
their usefulness and credibility for the users. (Ho & Lee, 2007; Park, Yang, & Lehto, 
2007). Finally, many researchers such as Powers (2012) and Karimi (2013) have shown 
the relation between the vast amount of information that exists in social media and 
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the limit of the amount of information that can be processed and utilized by 
consumers. 
In this paper, the first chapter introduces and highlights the research background, the 
fundamental knowledge that will help deepen into the subject, as well as some of the 
research questions. In order to provide adequate information, literature review is 
covered in the next chapters. Thus, in the part of the dissertation that follows we will 
analyse the concept of consumer behaviour, the classical and traditional purchase 
models, as well as the factors that affect the behaviour of consumers. We will also 
refer to attitudes and the tricomponent model. The decision-making process is 
discussed elaborately in order to present the components involved before an actual 
purchase takes place, and how consumers can be affected during information 
processing before a purchase. In addition to this, we will analyse the social media 
concept and we will discuss the relation between social media and consumer decision-
making process. In the last chapter of the introductory part, we will mention some of 
the following terms relative to social media and consumer behaviour: EWOM, 
marketing, reference groups, observational learning and the theory of reasoned 
action. 
As for the empirical part, reasoning behind the selection of certain approaches 
amongst with the data collection process are explained in detail in the research 
section. The findings are discussed under the scope of the theories mentioned before 
and the conclusions are drawn for the questions of the research. Finally, open issues 
and suggestions for future research are provided. With the enormous increase of time 
spent and the number of active users in social media, individuals are expected to be 
actively contributing to the creation of marketing content and the influence of the 
consumers in the purchase. Given the fact above, five questions are raised. In what 
manner do social media and online influences affect the 5 stages of the consumer 
purchase process and what is the stage that is most affected. Do people get more 
influenced and search for more information online when they must do an expensive-
high risk purchase or a cheap one? Do they prefer the traditional media such as 
television and radio or new kind of media and social platforms? And finally, do they 
follow and get influenced by the evolution of some new technologies and trends in the 
social media platforms, such as the content creation of “stories” and the creation of 
group communities “teams”. 
Much remains to be understood, and existing knowledge is constantly updated due to 
the radical technological changes that take place in the digital world. Despite the 
contribution and the benefits, this research has some shortcomings or limitations. One 
limitation is the relatively small sample size, which may represent the Greek 
population up to a certain degree. It would be interesting for future research on the 
topic to utilize a larger and more diverse sample of the population. In addition to the 
above, the questions stated in the questionnaire we developed and utilized cannot 
possibly include all the factors (psychological and other) that affect the consumer 
behaviour. However, the research findings are indicative of possible future research. 
The term “social media” will be used when we refer to online communication channels 
and the term “traditional mass media” will be used when we refer to the conventional 
communication media like the radio, the TV, the newspapers etc. 
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Consumer behaviour  
Consumer behaviour is a complex and dynamic process which involves all the ways 
people, consumers and organisations choose, purchase and use services, products, ideas 
and experiences to satisfy their desires and needs. It studies the actions that lead 
consumers to the markets and the motives for those actions. Marketers study and 
analyse how, why and what makes the consumers to purchase something in order to 
understand their audience and take decisions about the products or the services they 
sell. Engel, Blackwell and Mansard define consumer behaviour as the action and 
decision processes of users, who purchase services and goods for personal 
consumption, while according to Louden and Bitta, consumer behaviour is the decision 
process and activity, which users engage in when acquiring, evaluating, using or 
disposing services and goods. Finally, according to Satish K Batra & S.H.H.Kazmi, 
consumer behaviour refers to the emotional and mental process and the observable 
behaviour of the consumers, during the five stages of a purchase. Generally speaking, 
consumer behaviour is the study of how individuals take decisions of purchasing and 
spending their money on consumption related items. The way consumers think and 
behave is rapidly changing due to globalisation and the development of technology. 
Consumer behaviour is a very important tool in the hands of marketers trying to predict 
the future purchase patterns of customers and to define effective marketing strategies 
in order to build trust, rise sales and create long-term customer relationships. In order 
of this to happen it is very crucial to interpret and understand what drives a consumer 
to make a purchase. So, consumer behaviour also includes the study of why, what, how 
often, when the people buy and how often they use the product or the service. An 
insight into all of this information and into the inner psychological world of the 
consumer helps marketers understand the needs of the audience and how to better 
address to them. 
Consumer behaviour of course is not the same in every person buying the same product 
since people do not think or behave in the same way. Different consumers think and act 
differently. The consumer behaviour varies across gender, age, lifestyle, income level, 
education level, culture, regions and countries. Apart from that the consumer behaviour 
is not static. Even the exact same person can prefer something for a period and change 
preferences after a while or get influenced by fashion and trends. Several other factors 
can also alter buying behaviour such as marketing factors, increase in income or 
education level. 
Nature of Consumer Behaviour. 
By studying the consumer behaviour we can analyse the past and predict the future. 
There are certain factors that underline purchasing patterns among the consumers, 
which can help marketers to frame marketing strategies and plans. 
It is very important to study and have deep knowledge of consumer behaviour. It is the 
study of how a person decides to purchase a product and what are the factors driving a 
particular buying behaviour. How do people, groups or individuals buy, use and dispose 
services, goods or ideas in order to satisfy their desires and their needs. People spend a 
lot of time in online marketplaces, thinking of products or watching advertisements, 
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while talking and discussing with friends, relatives and people they know or, in the last 
few years, engaging in social media. Nowadays, people spent more and more valuable 
time on social media, a fact that seems to have a great impact on their buying 
behaviour.  
The 5 stages of consumer decision making process are explained below with the classical 
model (Simon, 1960) 
 
 
The classical or traditional purchase model 
The consumer behaviour can be treated as a process, influenced by several factors, 
multidimensional, subjective and changeable. 
One of the most used models in consumer behaviour research to analyse this process is 
the classical model, often referred to as the EBM model or EKB. This model breaks down 
the process of deciding and buying to the most important five stages of a purchase, the 
problem recognition, the information research, the evaluation of the alternatives, the 
purchase decision and the post-purchase behaviour. (Karimi, 2015) 
Since 1960 Simon’s model is considered pioneering. It breaks the decision-making in the 
stages of intelligence, design and choice. In the first two stages the problem is 
recognised and the individual starts gathering all the information he needs. During the 
third stage all of the alternatives are evaluated, while in the final stage the purchase 
decision is made. 
In more details we can analyse below the five stages. 
 
 
Picture 1: Stages of the EBM model 
First stage: need recognition. 
In the first stage, external stimuli like an advertisement or internal stimuli, like thirst can 
make the consumer want something that he does not have, or somehow change his 
situation. (Armstrong and Kotler, 2014) 
This is what firstly triggers a purchase decision process and is followed by all the other 
stages. Nowadays, people are very worried of how other people see them. This 
phenomenon is called “social identity”. That is one of the reasons people are motivated 
by social media and new consumer needs are created. Every post, photo, comment, 
video, review and any other content on social media can play a stimulus role of creating 
a new desire. 
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Second stage: the research for information. 
The individual, after the problem/need recognition begins a search of the available 
options. If more information is needed, he is starting an external research. He may look 
for information asking family, friends or commercial sources and public media sources. 
Nowadays, it is very common for a consumer to search for reviews in websites like 
Amazon, Booking and TripAdvisor which are considered to provide relatively reliable 
product evaluation. (Kotler and Armstrong, 2014). Social media are the main subject of 
this study since they add a new element in the information search stage. 
Third stage: the evaluation of alternatives. 
This stage takes all the available information under consideration and little by little is 
narrowing down all the different options to the one that is the best according to the 
consumer. This final selection will bring a purchase decision. In this stage the beliefs, 
attitudes and intentions that will bring the purchase are formed. The recent years have 
caused a revolution in this stage. The phenomenon is called “Googlization of search” as 
people more and more rely on internet and Google search engine to get the information 
they need. 
Fourth stage: the purchase decision. 
In this stage, the purchase of the selected option is made and the consumer decides the 
purchase details such as, what to buy, where and how he will pay.  
Fifth stage: the post-purchase behaviour. 
Finally, the consumers evaluate the product, or the service based on the expectations 
they had. Also, in this stage they feel satisfied, dissatisfied or neutral about their 
decision. This is discussed in more detail in the expectation confirmation theory (Oliver, 
1977). At this point, it is very easy for the consumer to react in case of dissatisfaction 
after purchase. He can write some negatives reviews, publish a post on social media, 
write a direct message to the company, comment publicly etc. We used to say that with 
the old days marketing techniques a dissatisfied customer may influence 10 people. 
However, nowadays one customer may have the tools and the power to influence 10 
million people. 
 
All 5 stages of the consumer decision process are impacted by social media in every 
place across the globe with internet access. The growth of the impact of the social 
media is further driven by the increase in the use of smartphones. In the next section we 
discuss in more detail the various factors that affect consumer behaviour.  
 
 
Structure of attitudes, Tri-component model 
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We define as an attitude, the tendency of an individual to behave in a particular way, in 
a particular situation for particular products or services. Attitudes of people, regarding a 
brand or a product are very important predictors of the behaviour patterns and the 
process of exposure to information. Attitudes are composed by three elements. 
Cognitive components (beliefs), Behavioural components (actions) and Affective 
components (feelings) and they are learned through experience, genetics and the 
surrounding environment of the individual. An attitude could be a negative or a positive 
experience the consumer has with a particular product. It is very important for 
consumer researchers to understand the nature and power of attitudes, even if they are 
more complex than they first appear. Marketers use attitude models to identify specific 
components and combine them to predict a consumer’s overall behaviour. They can 
later use this insight in order to alter a consumer’s attitude toward a product or a 
service. 
They structure their messages depending on the audience’s characteristics and try to 
clear the several factors it is influenced by. However, marketers should consider that the 
consumer, who processes such a message is not necessarily the passive receiver of 




Picture 2: Attitude 
 
   




Social media  
Meaning of Social Media. 
Social media were firstly introduced as a tool for people to interact with family and 
friends and later on were adopted by businesses that tried to advertise themselves and 
take advantage of the new communication tool in order to reach out to future 
customers. Its unique ability to connect fast anyone on Earth, facilitates the sharing of 
information and ideas through all the people across the globe. By design, it is internet-
based, and it helps users share personal information, text, video and image content. 
Users can join social communities through their smartphones, tablets or personal 
computers and be part of this virtual social network. 
Social media technologies include business networks, social networks, blogs, forums, 
social bookmarking, social gaming, micro blogs, photo and video sharing, virtual worlds, 
product and services reviews and other communication channels dedicated to 
community interaction, collaboration and content-sharing. 
The ability to share information, photos and videos so easily and quickly has 
transformed the way we do life and the way we do business. For businesses social 
media has evolved in a unique tool for interacting and getting close to customers, 
promote products or services, bring sales and build trust and loyalty. The ability to 
gather information about users, analyse and categorise them, facilitates the market 
research and the marketing strategy plan. Retailers who make good use of those tools 
have seen great results. 
Some examples of the most famous social media platforms are the ones mentioned 
below. 
Facebook is the most famous free social networking website that allows users to create 
profiles, share information, upload videos and photos, send messages, post and keep in 
touch with family and friends. 
Instagram. Together with Facebook are the most famous and used platforms. In 
Instagram you are sharing videos and photos with your friends and the world, using 
hashtags to define the context of the post. 
Twitter allows registered members to share short text posts expressing opinions, follow 
other users and retweet their thoughts.  
Google+. Google plus was designed to help people interact more naturally as they are 
doing offline. 
Wikipedia is a free, open content encyclopaedia created online through the 
collaborative effort of some users called the Wikipedians.  
LinkedIn is a social networking site designed particularly for the business community. 
People and companies create profiles and upload their CV and their particular skills.  
Pinterest is a social website for sharing and keeping images found online. Clicking an 
image can lead you to purchase the item shown or redirect you to the original source of 
the image.  
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Social media is becoming an integral part of our life and our society as more and more 
social websites, applications and platforms emerge. Businesses sooner or later will have 
to follow the competition and have a strong online appearance, connect with customers 
and listen to their pain-points and reviews in order to improve their processes and 
operations.  
 
Social Media and Consumer. 
In the sections above we saw the possible components involved in a consumer’s 
decision process and we explained the basic attributes of consumer behaviour. What we 
saw above will help us understand the relation between social media and consumer 
behaviour in the section that follows. 
Due to social media, consumers have access to information that did not have before. 
The information flow has been accelerated, and discussions can now happen globally. 
Social media is believed to influence the whole consumer decision process from stage 
one, the identification of the need, to the last stage of the post purchase behaviour. 
The difference that social media has brought in the market channel is the accessibility 
and transparency of the experiential data created by current customers for the benefit 
of the next wave of buyers and prospects. 
Social media, as a new reality, further complicates the theory of the buying behaviour 
process, where buying behaviours are not just influenced by traditional channels but 
extend to online platforms. The preferences and labelling of the decisions sought 
depend on information provided by parties outside the control of online marketers, 
such as peer reviews, referrals, blogs, social media and other user-generated content. 
The information flow and the proximity to other people’s lives globally has resulted 
changes in the behaviour of the individuals, fact that created many new needs and 
desires. 
Marketers can find through social media the information and the tool to target their 
consumers better and more efficiently and explore new opportunities. Social media data 
in their hands can impact their decisions, change their forecasts and their target 
audience. All the business world is re-centering and re-organised around the serving, 
engaging and delighting of customers in order to improve sales, brand awareness, grow 
their channel numbers and build brand loyalty. Creating and maintaining a feedback 
loop is very crucial and valuable.  
Of course, there are huge numbers of advertisements competing to catch the attention 
of the consumers and it is a challenge for each message to manage to get heard by the 
corresponding audience. According to Silverman (2009) due to the fact that there are so 
many brands thriving for attention an interesting video on YouTube or Vimeo or a 
compelling post can be the stage quo, in which a perspective pays attention and gains 
the awareness of a brand. Social media is practicable during the stages of the consumer 
decision process, both as to create awareness and as a validation of the purchase 
decision. (Evans 2008.)  
Obviously, there is a decline in the usage of traditional channels from consumer and 
marketing perspective, however traditional media still participate in triggering the 
awareness.  
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Zagat and Amazon first started a trend by asking individuals to rate the products they 
purchased and give their opinions. This trend drastically evolved into a situation where 
millions of people can detract or contribute to a marketing message. In comparison to 
the traditional offline marketing channels such as television, magazines, newspapers, 
radio etc., online influences can allow the users to create their own virtual communities, 
where the word-of-mouth is fostered and ignited. 
In the previous years, companies spoke through campaigns and the audience listened. 
The conversation was one way. However nowadays, information is not just flowing from 
the organisation. Social media platforms have added more dimensions to the 
communication. They enable a two-way flow of information and they play a role in 
exchanging, giving and receiving feedback and information without any limitation. 
As the flow of communication not only affects the way companies can access their 
target groups, but also affects the whole decision-making process, from the 
interpretation of the message, the search for available alternatives, as well as the post-
purchase operations, it is important to point out that message rejection, 
misinterpretation and misunderstanding are potential pitfalls in the flow of 
communication. When it comes to social media marketing, the biggest fear of 
companies and brands is to abandon control of content and frequency of information. 
However, it is important for marketers to realize that reviews and discussions, as user-
generated content, serve to demonstrate the transparency of a company. 
 
Word-of-mouth WOM and social media. 
In the 1950s the term of Word-of-mouth was introduced. WOM is considered a personal 
communication between people, with a receiver and a communicator, whom the 
receiver listens talking about a product, a service or a brand, but doesn’t conceive him 
as commercial. (Arndt, 1967). WOM has the potential to impact and shape buying 
decisions, attitudes, expectations and perceptions about a product, a service or a brand. 
(Kimmel and Kitchen, 2014). Nowadays, it has gained even greater role due to social 
media and online inter-connectivity of the users. It is called electronic word-of-mouth 
(eWOM) and exists where the users provide ratings and reviews about services, 
products and brands (Bronner and Hoog, 2010). Those ratings either positive or negative 
are considered independent of commercial influences and this fact makes them 
trustworthy by other consumers, who visit sites, blogs, forums and other social 
platforms to get information about a purchase decision. (Powers et al., 2012) 
As far as the negative reviews is concerned, according to Phillip Kotler, the marketing 
specialist, Bad news travel faster than good news. In the present day, social media offer 
to anyone the chance to quickly share online their own messages and stories. Therefore, 
it is not hard to imagine the speed of travel for bad news in the present day. Consumers 
may turn to a competing company or brand if there is bad rating or negative press about 
a product or a service. Brands should be even more careful with their brand image and 
quality because the proliferation of social media platforms could turn into a double-
edge sword.  
Social media are considered rather democratic and neutral, fact that makes it easier for 
people to turn and conduct their information searches in order to finalise their 
purchasing decisions. (Vollmer & Precourt, 2008) 
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According to social media marketing industry report, 83% of marketers place high value 
on social media of their businesses. While google conducted a research associating the 
customer journey to online purchases, in seven countries globally, that revealed that 
different marketing channels influence the consumers differently at the various points in 
the path. The research showed as well that in all targeted countries, social media serve 
as an auxiliary channel in which they can raise awareness, concern and intention. 
Another research conducted by Bannon showed that 1/4 of social media users are more 
likely to trust and notice an ad shared by one of their social friends and connections. 
Individuals seem to trust the opinion of their circle and prefer to trust the contents even 
if those ratings involve a high degree of subjectivity. (Silverman 2001). Those reviews 
influence the trust and the purchase decision of the consumers. 
 
The use of Social Media platforms to generate social support. 
During the last years there is a large number of social media platforms that bring users 
together, letting them to exchange content, opinions and information easily. (Chen et al. 
2011a). As we previously saw, there are several social media platforms that facilitate 
those actions, such as Facebook, YouTube, Wikipedia, Twitter, Instagram etc. and many 
domain specific websites such as Booking, TripAdvisor etc. Users visit these sites to 
interact with other people, receive social support (Ridings & Gefen, 2004) and share 
reviews. Review sharing and receiving is one of the key areas that emerged from social 
media. Customer reviews for products, services or brands are easily and widely 
available, fact that brings great value to both companies and consumers. (Nambisan, 
2002). We have all seen the tendency of firms and companies to encourage consumers 
to rate their products or their customer services. Those actions produce the electronic 
word of mouth that affects the purchasing decisions, and we will analyse in detail later 
in this study. Research reveals how quickly the customer reviews have grown on the 
world wide web. (Chris et al. 2008). A very good example of using customer reviews is 
Amazon with almost 10.000.000 reviews available. Forums and online communities are 
also examples of social media which consist of a place to share and gain information 
about services and products. Research has shown that customers are more interested in 
other user’s recommendations about something themselves have already purchased 
rather that the product information brought by the company which released the 
product (Ridings & Gefen, 2004). Thus, reviews by mostly unknown people may help 
increase the level of trust between the brand and the consumer. However sometimes 
this anonymity is a concern in deciding the quality of the information provided by a 
customer (Chen et al. 2011a). However, research has revealed that people join online 
communities seeking both informational and emotional support (Ballantine & 
Stephenson, 2011). Such an example is Twitter where users provide social support to 
other individuals. Through this social support, social interactions are created, and 
communities, forums, ratings, recommendations and reviews are emerged.  All those 
with the great possibility of increasing trust in e-commerce. 
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Social Media and Marketing 
Social media platforms are very commonly used as marketing tools. According to 
Weinberg (2009), Social media marketing leverages the “social” through the “media” to 
“market” business constituents. It is a process in motivating individuals to promote their 
products, services, websites and brands through online social channels and reach out 
much larger communities, more targeted, specifically selected by who they are and 
what are their needs. This interaction with the community was not available with the 
traditional advertising channels, which without doubt are not as efficient as in the past, 
due to the fact that by advertising through the mass, the intended message is reaching 
far more people than the campaign is targeting. (Weber 2009; Weinberg 2009). That is 
exactly what makes social media marketing so special. It gives the opportunities even to 
small, medium size companies to take advantage out of it. With the insufficient 
advertising budget, they have it used to be prohibitive for them to advertise in the past. 
Nowadays, they can dispose small amounts an effectively reach their target groups. 
However even if social media marketing is an evolving technology with so many 
potentials, yet the role of the marketing is still the same. Define the target markets, 
build personas, communicate with prospects, build royalty, build customer engagement 
and so on. (Weber, 2009) 
Marketers will have to change their marketing mind-set in order to follow those rapidly 
evolving revolutions and gain a better position in the transition from the traditional 
marketing approach to the new social media marketing. In the recent years, social 
media have changed the segmentation approach of the marketing strategy. The groups 
are no longer identified by easy demographics such as gender, age, education level and 
income, but by factors as what do they think, do, what they like or they dislike and more 
importantly by their behaviours, also known as behavioural targeting. (Weber 2009.)  
Some marketing experts like (Weber 2009; Weinberg 2009; Drury 2008; Mayfield 2008;) 
emphasised that social media marketing is no longer a one-dimension process but a 
two- way, due to the fact that it engages a brand and an audience, and it is about 
receiving and exchanging ideas, opinions and perceptions and creating visualise 
contents. Most of the times content is very crucial in succeeding in a marketing 
campaign via social media. However, companies seem to encounter challenges in 
creating unique and original content and providing the time and the resources to create 
it, according to Curata’s “B2B Marketing Trends Survey 2012 Report” (Marketing Profs 
2012), (Jacobs, 2013). 
Moreover, it has been widely discussed that people tend to seek and accept information 
that is consistent with their initial belief system and thoughts and avoid those that 
encounter with it. Thus, social media’s marketing strategy is to provide linkages and 
connect individuals, who share similar background and interests, in which, users turn to 
find the information they need and select among the overwhelming information, which 
exists in the digital world. Also, listeners feedback with their turn the opinion leaders. 
(Smith and Zook, 2011.) 
 
Market trends 
Some of the most well-known market trends are represented below  
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Firstly, the use of bigger supermarkets, malls and stores instead of frequent trips to the 
stores laying nearby. (Due to convenience, hygiene, attractive ambience, etc.) 
 
Secondly the fact that the work culture has changed with the time spending there, fact 
that leads to more ready-made meals or packaged meals. 
 
Instagram and other’s social platforms influencers, affect new generations on how they 
should look like and how they should behave, changing the role models of beauty, 
experience and happiness.  
 
Nowadays, consumers are more health conscious. More and more people tend to get 
informed about products, ingredients and try to attend sports and gym and stay fit and 
in a good shape. 
 
Finally, sustainability is a big trend in the industry right now, due to the fact that the 
environment is under a great threat and the companies are starting to be more 
responsible for the product cycle and the sustainability of our planet. 
Digital/Reference groups 
Nowadays the digital, reference groups are more influential for the behaviour of the 
consumers than ever. There are different communities created by people who share the 
same preferences, beliefs, thoughts, likes and dislikes toward brands, products, services, 
organisations and other people. These groups have huge impact on the individuals 
creating the so called “crowd effect”. That means that somebody observes the 
behaviour of the other members and they tend to imitate and practice it. This 
phenomenon is also known as “wisdom of the crowd”, where the community is 
considered wiser that the people who constitute it. 
Social media and observational learning - self conception 
Social media and its content have a lot of impact in the “observational learning”. This is 
a term that was introduced by Albert Bandura (1963), according to which, people may 
learn by observing others behaviour, attitudes or emotional expressions and learn from 
their experiences with an indirectly way. Observational learning belongs to the social 
learning theory of Bandura and needs four conditions in any form of observing and 
modelling behaviour in order to take place. Attention, retention, reproduction and 
motivation. The individual observing the other person, must pay attention to his actions 
and behaviours. This attention can be affected by different conditions. Bandura and 
others have shown that individuals pay more attention to people that are similar to 
them, attractive, prestigious or they are rewarded in some sort of way for their 
behaviour. This explains the appeal that beautiful, talented, successful, or athletic 
influencers have on particularly young people through social media.  
People have generally in their minds a concept about their selves or an ideal self that 
they try to reach. Apart from themselves they try hard to manage what other people 
think of them and the impression they create to them. Individuals subconsciously try to 
be consistent with themselves and that is why they buy most of the products. The 
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beliefs that somebody has for himself is called self-conception. Communication and 
interactive attitudes through social media and its content can cause changes of the self-
conception of the individual and changes of consumer attitudes toward brands, 
products and services. Moreover, a frequent exposure on a stimulus, through 
communication or observation of other people or the often exposure in an 
advertisement can affect the “family branding”. That means that the consumer is 
becoming more familiar with the brand or the product due to this frequent exposure. 
According to psychology, it is easier for people to remember the visual elements and 
therefore the content of the social media platforms is supposed to remain longer in the 
minds of the consumers. 
Social learning theory has been widely applied in academic research, especially in 
advertising and communication fields (Bush et al. 2004). It constitutes a theoretical 
framework to provide ideas of socialisation agents that can foresee consumer 
behaviours and posits that the buying intention of the consumer is highly influenced by 
the attitude of the respondents of social media influencers in promoting the products. 
 
The Theory of Reasoned Action 
The theory of reasoned action or the TRA has become a widely accepted model, when 
trying to predict the consumer intentions. (Azjen & Fishbein, 1969). In this theory the 
researchers consider that a person's behaviour is a positive function of him or her 
intentions to perform this behaviour. They support that this behaviour depends on two 
psychological factors. The attitude that has the person towards the performing of the 
behaviour and the subjective norms regarding this particular behaviour, otherwise the 
normative social influences. According to Fishbein and Azjien the definition of the word 
attitude is the individual’s personal positive or negative feeling about the perform of a 
specific behaviour and the result of the expectancy value judgements regarding that 
behaviour. The subjective rules reflect a person's perception that most people who are 
important to him or her believe that they should or should not engage in such 
behaviour. The TRA model has received empirical support in several researches, 
especially in those focusing on tourism services, online travel purchasing, casino 
gambling, meeting participation and ethic, healthy food experiences. All those studies 
indicate that rational behaviour is generally influenced more by people's attitudes 
toward a specific behaviour than by their perception of social influence on the execution 
of that behaviour. 
TRA has some limitation, despite its many strengths. One limitation is that it does not 
consistently determine postural precedents, which vary depending on the phenomenon 
being studied. In the case of Information Technologies, the former has focused on the 
characteristics of the technology being analysed (perceived usefulness, perceived ease 
of use, etc.). Another limitation is the fact that the previous TRA studies intensively 
analysed the effect of subjective rules on interpersonal environments, but only a few of 
them take into consideration the effect exerted by other external sources of information 
(media and experts) on customer behaviour. Finally, most research about the TRA, does 
not take into account the other intentions related to the individual and analyse only the 
roots of one type of intentions such as the purchase. 
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Research 
Research methodology 
The following section is dedicated to the research on how consumers are affected by 
social media and other online influences. 
This paper is mainly based on primary data, collected through a survey questionnaire 
that was conducted directly with the consumers. The sampling method that was used 
was random and anybody could be part of the sample as long as he or she holds a smart 
phone or any other electronic device. 
The questionnaire consisted of 25 questions, including five-point Likert scale, questions 
where respondents had to evaluate their responses with rates from 0 to 4, Yes/No 
questions, multiple choices, closed questions with alternatives, and closed questions 
with possibilities of adding more responses through the box “Others: 
All questions were simple, clear and understandable and the questionnaire was 
conducted in the Greek language in order to be in the mother language of the 
participants for clarity reasons. The questionnaire was designed in Google forms and 
was easily accessible to the respondents. The survey was sent through e-mail or 
message in social media and people were asked politely to dedicate 5 to 10 minutes of 
their time to complete it. Once they pressed the send button their responses were 
automatically recorded. The questionnaire of this research is attached to the Appendix 
of this Thesis. The data emerged from the survey were statistically analysed and 
presented in figures, diagrams, charts and word descriptions, in order to give us a better 
understanding of the results.  
The sample consisted of 251 participants. All the respondents are coming from Greece 
and the research was conducted to provide us with an overall image about the 
relationship between social media and online influences on consumer behaviour in 
Greece, among different factors and situations. The goal of this research was to 
investigate the online presence of the Greek market sample, moreover, the relation 
between their behaviour as consumers and the impact of the social media platforms in 
their buying process.  
 
More particularly, five questions are raised in the research. 
Question 1: 
In what manner do social media and online influences affect the 5 stages of the 
consumer purchase process (Recognise the need to purchase something, Search for 
information, Evaluation of alternatives, Purchase decision, Behaviour after the purchase 
has been made) and what is the stage that is most affected? 
Question 2: 
Do people search for more information online and they get influenced by those 
information when they tend to do an expensive-high risk purchase or a cheap one? 
Question 3: 
How do consumers use the reviews coming from other people, whether they search for 
reviews from other consumers, or even if they write their own ones, if they are affected 
equally from positive and negative reviews and if they share also equally their positive 
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and negative experiences after a purchase and do they get more affected from people 
they know and maybe trust or people they don’t know but could be celebrities? 
Question 4: 
Do they prefer the traditional media such as television and radio or the new kind of 
media and the social platforms when they want to gather information about a product 
or a service? 
Question 5: 
Do they follow and get influenced by the evolution of some new technologies and 
trends in the social media platforms, such as the content creation of “stories” and the 
creation of group communities “teams”. How do those new technologies and trends 
affect the consumer’s behaviour and the things that they like and desire. 
Last but not least, in the last part of the questionnaire there were some demographic 
questions in order to help us understand the nature of the people, who participated in 
the research. Those demographics were combined with the data emerged from the 
answers of some questions in order to give us a clearer image of the results, in 
combination to the gender, the age and the status of the respondents. 
Results 
As we previously mentioned, the research was conducted to 251 people from Greece. 
From those people 66.4% are women and 33.6% are men.  
We can see the age groups of the sample in the next diagram. 
 
The majority of the sample 50.5% are single or divorced people, while the 42% declares 
to be married and the 7.3% engaged. 47.1% are University Graduates whereas, 30.7% 
hold master degree. 10.2% have graduated high school, 6.1% are University students 
and 3.7% are Doctorate holders. Fact that shows us that more than 80% of the sample 
are well educated people.  
 
About their job status we can observe the next chart. 35.7% of the participants are 
Private employees, 26.5% are public employees, 11.8% are business owners, 10.1% are 
students and 8.8% are unemployed. 
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 Their annual income is shown to the next diagram. 
 
In the question “How many hours do you spend on the Internet every day (0h-10h)?” the 
results are shown in the next diagram. The mean value is 4.5 hours and shows that the 
respondents use a lot the Internet. None of them declared not to use Internet at all 
during their day. 
 
Comparing the age of the participants with the responds they gave we can note that 
there is a negative correlation with the age of users with the Pearson coefficient = -0.28 
and the Spearman coefficient = -0.32. This means that older people spend less time 
online every day. The following diagram also shows the negative slope of the trend line, 
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when in the horizontal axis are the age groups and in the vertical axis are the hours 
spent on the internet on a daily basis. 
 
 
While in the question “How many hours do you spend daily on social media platforms 
(0h-10h)?” The results are shown below. The mean value is 2.7 hours and almost all 
respondents are social media users (96.3%). The average of time spent daily on social 
media world-wide for the year 2020 is 2.24 hours. The Greek sample is spending more 
time daily on social media than the average user in a global scale.  
 
Comparing the mean values of the two answers we can see an interesting outcome, that 
60% of the time one person spends online is being spend on the various social media 
platforms. This percentage is quite big and we can see that the time spent on social 
media platforms is more than the half time somebody spends online daily. 
 
In the next chart we compare the answers of the males and the answers of the females 
depending the hours they spend online, on a daily basis, using social media. 
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We can observe, that there is no significant difference considering the time spent on 
social media between the two genders. However, women tend to use them slightly 
more. 
 
In the next chart we compared the career status of the participants with the average 
time they spend daily on social media. We can see that students make the most use of 
social media during their day, perhaps due to their young age, free time or time 
schedule flexibility. 
 
In the next chart we compared again the usage of social media platforms but this time 
with the age of the participants. 
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As expected, due to the previous results on daily online hours and age group correlation, 
the daily usage of social media is also negatively correlated with the age of the 
participants. 
 
In the question “How often do you use the following ways to find information about a 
product or service you are considering buying?” The people of the sample had to answer 
between - Never - Rarely - Sometimes - Often - Very often and the different ways were:  
Social media platforms (Facebook, Instagram etc.) 
Blogs 
Search on Google 
Video and image sites (e.g., YouTube) 
Traditional media (TV, radio, newspaper, etc.) 
I ask friends and people I know 
I ask the company I am interested in for information 
In the research the answers were rated as follows: never=0, rarely=1, with Some 
times=2, Often=3, Very often=4. The answers are shown in the following diagram. 
 
The mean values of the answers appear in the next diagram. There, somebody can easily 
see that when people search for information before a purchase, most often they search 
on Google. With a mean value of 3.31, it appears that people in Greece use Google 
search quite often in order to find information about products and services they are 
interested in, while on the contrary traditional media such as television, radio or 
newspapers are far behind with a mean value of 1.13. Blogs are the least used source of 
information. 
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In the next question the participants were asked to rate which social networking 
platform do they use most often? With 0 being at all and 5 at most. The platforms they 









The answers are shown to the next diagram. 
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Comparing the mean values of the answers of the respondents in the diagram above, 
we can see that the most common platforms, that people of the sample use are 
Facebook and YouTube, while the less common platforms are Twitter and LinkedIn. 
 
In the question “How often do you use the Internet for shopping?” (With 0 = never and 4 
= very often), we can see that 165 people claim to use the Internet often to very often, 
while only 8 participants said that they never use it for their purchases. The mean value 
of this diagram is 2.94. As a result, with 0 being never and 4 always, the participants 
rated this question in general with 2.94 which means that they often use Internet for 
shopping.  
A moderate but statistically significant negative correlation with the age is observed. 
The Pearson coefficient is -0.43 and the Spearman coefficient is -0.45. The above 
conclusion can be seen on the diagram below. 
   




The impact of social media and online influences on consumer behaviour, in the 5 
stages of the consumer decision process.  
 
Previously, In the theory we analysed the Classical or Traditional Purchase model. In this 
part of the questionnaire the research tried to reveal how each different stage is 
affected by the impact of social media and online influences. In the beginning there are 
some questions concerning the 5 stages separately and, in the end, there is a question 
which mentions the 5 stages to the participants and asks them to evaluate how 
important do they consider the impact of Social Media on each of the 5 stages.  
 
Social media and Online impact on the “Recognise the need” stage. 
In this section the participants were asked to evaluate how often any of the following 
situations can happen to them and affect their desire for a purchase. The goal of this 
question was to note whether the participants are affected more from people they 
know and maybe trust or people they don’t know and just happens to see online or by 
people who are famous or celebrities. And finally, do they get more affected when it 
comes to a product or an experience? In the evaluation process they had to rate from 1 
to 5, with 1 being the least and 5 the most. The situations were the followings. 
I'm affected when I see someone on the Internet that I know personally uses or wears 
something and I want it too 
I get affected when I see someone on the Internet that I do not know personally use or 
wear something and I want it too 
I am affected when I see someone famous on the Internet using or wearing something 
and I want it too 
I am affected when I see someone on the Internet that I personally know is somewhere 
or experiencing an experience in a place known or unknown and I want to experience it 
too 
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I am affected when I see someone on the Internet that I do not know personally is 
somewhere or has an experience in a place known or unknown and I want to experience 
it too 
I am affected when I see someone famous on the Internet somewhere or experiencing an 
experience somewhere known or unknown and I want to experience it too 
And the answers are formed in this diagram. 
 
Comparing the mean values of the answers in the next diagram. We can say that people 
are mostly influenced when they see a person living an experience and not using a 
product. When they see someone, they know they get slightly more influenced rather 
than see a famous person or someone they don’t know. 
 
Pre purchase behaviour. Search for Information and Evaluation of Alternatives stage. 
About the pre purchase behaviour of a consumer and how deep it is affected by the 
online influences, respondents had to note how often each of the followings happen to 
them before making a purchase. With a scale from never to always. 
Before making a purchase, I look at the reviews of other users if they are available on the 
website, I am shopping 
Before making a purchase, I look for reviews of other users even on other websites from 
the website I am shopping 
I am looking Online for user reviews and buying information I want to make later in a 
physical store 
I rely on information I find online about products if I have doubts about a purchase 
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I change my original intention to buy, depending on the information I find about a 
service or product 
I'm influenced by the positive reviews of others on the internet 
I am influenced by the negative reviews of others on the Internet 
The answers of the respondents are shown in the next diagram. 
 
Here we can see the mean values of the respondent’s rating. (never=0,…,Always=4) 
 
If we compare the data emerged from the answers to the question “Before making a 
purchase I look at the reviews of other users if they are available on the website I am 
shopping” and “Before making a purchase I look for reviews of other users even on other 
websites from the website I am shopping” we can see that most participants look for 
other users review but mainly in the website they are already shopping and not in other 
website search. Furthermore, we can see that they tend to get a little more affected 
when they see a negative review rather than a positive one. In addition to this we can 
note that they are slightly likely to change their original intention to buy, depending on 
the information they find about a service or product. On the contrary we see that they 
will not search so much online if they are about to visit a physical store.  
Despite, once more we see that searching relevant reviews is for most people a very 
common step before a purchase. 
 
Purchase decision.  
About the purchase and the relation to social media and online influences consumers 
had to answer the following question. “With some of your recent Social Media 
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transactions in mind, state how much you agree or disagree with the following 
suggestions.” 
Social Media has affected my shopping 
I made the purchase after seeing some reviews 
I always rely on reviews before making a purchase 
They help me find new products that I would not have found or heard of on my own 
The personalized ads I see there get my attention, so I go shopping 
Social media made me know more about some products and some services 
The answers formed in the following diagram. 
 
 
Analysing in the previews chart the mean values of the answers we observe that people 
believe that personalized ads have no impact on them in the process of proceeding to a 
purchase while most of them proceed to complete a purchase after they see some 
relevant reviews. Moreover, with 0 being the less and 4 the max people rated with 2.71 
the phrase “They help me find new products that I would not have found or heard of on 
my own” and with 2.13 the statement “Social media has affected my shopping”. Given 
the fact that 2 represents the “nor agree, nor disagree” statement, this number shows 
that people only slightly agree that social media affected their shopping. However, 
maybe this rating is low cause participants didn’t think of all the indirect ways, through 
social media influence them. For example, they agreed more with the statement “I 
made the purchase after seeing some reviews and “I always rely on reviews before 
making a purchase”. 
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In the next yes or no question, “have you ever made a purchase that you wouldn’t have 
made due to your social media exposure?” 45.7% of the sample population answered 
yes in contrast to the other 54.3% that answered no. 
 
We can compare this result with one of the previews questions “How often do you use 
the Internet for shopping?”. Even if the participants claim to use it quite often, less than 
half of them believe the exposure affected their consumer behaviour. However, this 
percentage is quite big and indicates that almost half of the respondents believe that 
they have been affected as consumers by the exposure on social media platforms.  
Moreover, we can see in this answer the answers that men and women gave separately 
in the next two charts. 
 
We can see here that the difference isn’t great but more women than men made a 
purchase due to social media exposure. This may be because women spend slightly 
more hours spend daily on social media or because women tend to be more impulse 
consumers than men. 
In the next question “What percentage of your purchases do you think is due to your 
participation in Social Media and your online activity?”, consumers had to pick from the 
options 0-5%, 5-15%, 15-25%, 25-35%, 35-45%, 45-55%, 55-65%,65-75%, 75-85%, 85-
95%, 95-100%. The results are shown in the next diagram, with more than the half of 
the respondents claiming that less than the 35% of their shopping is due to their social 
media and online activity.  
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After this question in the data analysis process, we tried to reveal whether there is a 
relation between the gender and the percentage of the purchases that occur due to the 
respondents’ participation in Social Media and their online activity. 
 
The result was that no significant difference between the two genders is observed. 
 
In the next chart we are comparing the career status of the sample with the percentage 
of buying they wouldn’t have made otherwise, if they hadn’t been exposed to social 
media. We can see that the less shopping has been made by civil servants and 
unemployed people. 
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Post purchase behaviour. Behaviour after the purchase has been made. 
As far as the post purchase behaviour is concerned, participants were asked to note 
whether they agree or disagree with the following suggestions. After a purchase... 
I post my own review on the website I bought it, if there is this possibility 
I post my review on websites other than the one where I made the purchase, which serve 
this purpose 
I post positive reviews more often 
I post negative reviews more often 
I make posts with comments and reviews on Social Media 
I post more positive comments and reviews on Social Media 
I post more negative comments and critiques on Social Media 
The answer chart is formed as follows. 
 
And after that follows the chart with the mean values of the answers, in order to have a 
clearer image to compare them. (I disagree=0, I agree=4) 
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Here we can see that rarely people are leaving a review for a product or service but 
when they do, they are more likely to leave a positive one and on the web page from 
which they made the purchase. Again, in their social media account they claim that they 
would more easily post a positive review, rather than a negative one. Even more rarely 
they search online websites and platforms different that the one in which they made the 
purchase, just to leave a review.  
 
Particularly regarding the management of their dissatisfaction after a purchase they 
were asked to evaluate how much they agree or disagree with the following 
suggestions. 
I complain directly to the company (via physical presence, telephone communication or 
via e-mail) 
I share my experience on social media in which I am active through a post, photos or 
videos 
I make reviews and comments about this product on the respective online websites  
I discuss it with friends and others 
I'm not doing anything, I just do not buy the product again 
Here we can see how the answers were formed. 
 
And here we can make a comparison between them. 
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Comparing the answers, that the participants gave, we observe that rarely do people 
use online reviews and social media to express their disappointment about a product. 
Most often they discuss it with friends or do nothing and just don’t buy the product 
again. 
 
In this last question of this section the 5 stages that a consumer usually follows before 
making a purchase are mentioned.  
Stage 1: Recognise the need to purchase something  
Stage 2: Search for information 
Stage 3: Evaluation of alternatives 
Stage 4: Purchase decision 
Stage 5: Behaviour after the purchase has been made 
 
Participants were asked to rate from 1 to 5 (with 1 being the least and 5 the most), how 
important do they consider the impact of Social Media on each of the 5 stages. 
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Comparing the mean values of the answers we can note that people consider that the 
greatest value of social media is during the research for information about a product, 
with the majority of the respondents declaring that they are mostly affected by social 
media in this way or for this purpose. The evaluation of alternatives seems to be also 
quite important. In general, all ratings are quite high, fact that indicates that social 
media are quite important in all the 5 stages of a purchase. 
 
Comparison between the traditional advertising media (television, radio etc.) and the 
new advertising media. 
In this series of questions participants had to make a comparison between traditional 
media such as radio and television and the online, digital world. The comparison had to 
do with the information coming or seeking on those places and the ads that both have 
and target the consumers.  
The first question has to do with the pre purchase stage. The question is this: “Before a 
purchase where are you looking for more information?” and people had to choose 
between the answers  
In traditional media (television, radio, newspaper, etc.)  
On the Internet (Websites, Social Media etc)  
In both 
The answers are shown in the next pie chart. 
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In the previews diagram it is very obvious that the majority of the sample 82.7%, before 
making their decision to buy, search on the internet, while only 16.9% claimed that they 
use both media. Just one person chose the option “in traditional media”. 
 
The next question is “When you intend to find out about a product or service, what is the 
biggest advantage (if any) of using Social Media compared to traditional media (TV, 
radio, etc.)?” 
There is more information   
Ease of access   
Speed in access  
Reviews and information are more objective (since they are made by real users and not 
companies) There is better and more direct communication with other consumers and 
other businesses.  
The use of social media has no advantages compared to traditional media 
 
In the previews chart we can note that most of the answers indicate that the great 
majority of the respondents believe that there are advantages in the use of social media 
compared to the traditional media. More particularly 27.5% of them find more 
information in social media, 21.6% of them claim that the speed access is greater, 20.5% 
of them find the easy access the greater advantage, 17.6% of them think that the 
information is more objective and 10.7% believe that the biggest advantage is the better 
and direct communication between the consumers and the businesses. Only 2% of the 
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respondents find that the use of social media has no advantages compared to traditional 
media. 
 
In this final question of this section participants had some ads’ adjectives and 
descriptions and they had to assign them either to the ads coming from the social media 











A useful conclusion here is that there is quite equal sharing in both positive and negative 
descriptions in the ads with the greater difference in the results being on how annoying 
the ads are. Respondents find the ads on social media more annoying that the ones in 
the traditional media. This may be happening because we are used to see ads in the 
traditional media but ads in social media haven’t added up until recently, fact that 




Comparison between high risk/expensive purchases or a low risk/low-cost purchases.  
Are consumers affected equally? Do they search and use online information with the 
same way in both situations? 
In this section of the questionnaire the research investigated whether the consumers of 
the sample change their behaviour and how much do they get affected by social media 
and online influences regarding a high risk- expensive purchase or a low risk-cheap one. 
Comparing those two different situations we could see if people tend to seek more 
information and trust the online reviews in the first or in the second case. In this 
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question the participants had to note whether they agree or disagree with the following 
suggestions. 
Before I make a purchase that costs (e.g., car) I will definitely look for reviews of other 
consumers on the Internet 
For expensive purchases I will definitely look for information on the Internet 
Before making a purchase that does not cost much (e.g., lunch) I will definitely look for 
reviews of other consumers on the Internet 
For economical purchases I will definitely look for information on the Internet. 
The next diagram shows those answers. 
 
Here we can see the mean values of those answers and conclude that according to our 
research, consumers rely more on the internet for information and reviews when they 
intent to purchase an expensive product or service. 
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The Impact of the new technologies and new trends like “stories” and “teams” in the 
social media platforms. Do they affect or change the consumer behaviour? 
We have all heard that change is the only constant and that is never rung more true 
than in the digital marketing world. “Stories” first started in Instagram in 2016 and since 
then they have been fast growing with many more platforms adopting them. In 2019 
they reached 500 million daily active users and it seems that it isn’t going to stop there 
and this trend isn’t going away any time soon. The technology keeps improving and 
users can now add more features and embellish their stories with music, animation, 
interaction etc. More and more brands are focusing on story content as a great way to 
promote their products and services.  
Some research results indicate that Stories not only enhances consumer attitude toward 
advertisements but also increases perceived intrusiveness. (Belanche, 2019). Advertisers 
should be aware of the differential features and segmentation possibilities in social 
media in order to better address their target audiences.  
 
Another huge trend of the last years are the groups that people make in social media 
platforms creating small communities of people with the same believes or interests. 
Online groups exert a noticeable impact on the behaviour and consumer buying intent 
and implicitly on the purchase decision. In this part of the research, I wanted to examine 
the relation that the Greek market has with those new trends and how the participants 
use them. 
 
In the following question “How often does each of the following happen to you?” The 
participants choose between never-rarely-sometimes- often and very often to best 
describe the following sentences.  
I see the stories of the people I follow in the media of social network. 
The stories of others influence my preferences 
I create stories 
I actively participate in groups (eg on Facebook) 
I have been influenced in some of my purchases by some critique or posting of a member 
in the group to which I belong. 
I use the group to advertise, inform or warn other members about a product or service 
 
The answers appeared in the next diagram. 
 
And in the next chart we can see the mean values of the rating (never=0, very often=4) 
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We can see that from the given statements aimed to reveal the relation between new 
social trends and the consumer impact, that the most common is for people to watch 
stories created by others in social media. The sample doesn’t create so much content, 
neither they participate actively in Facebook groups. Finally, they rate their preferences’ 
affection by stories and teams with less than the 50% of the 4 max point system. 
 
In the next question “How likely it is that you will create Stories with products or services 
that you have purchased for one of the following reasons?” 
To highlight them 
To advertise them 
To enrich my platform and profile 
To inform other users 
To warn other users 
The participants choose between never-rarely-it is unlikely-it is likely-it is very likely and 
the answers formed like this.  
 
The mean value chart that follows, reveals that very few people create and share stories 
on social media about products or services they have purchased but if they were to it, it 
would be most likely to inform or warn other consumers. 
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Conclusions 
As a general conclusion of the Greek Market sample, we can say that consumers in 
Greece spend a lot of their time online on a daily basis, with a mean value of 4.5 hours. 
60% of this time is spent on social media platforms. Mainly those people are young, fact 
that doesn’t surprise us due to the familiarity those ages have to digital technology.  
The results indicate that when it comes to gender and social media usage, both genders 
tend to use it almost the same often, with women usage overcome men usage by a 
small percentage. We didn’t note any significant difference when we compared the 
gender with the percentage of buying due to social media exposure as well. We saw that 
when it comes to the person’s status, students make the most use of social media 
platforms, fact that is reasonable, because of the freer time they have and their younger 
age. Having in mind that the main users in Greece are young students and considering 
that people using social media are increasing, we assume that those people will still be 
using social platforms also in the future, when they perhaps change their status and 
annual income, making them potential online consumers and create new opportunities 
for businesses in Greece. 
As for the social platforms, which are mostly used by the respondents Facebook and 
YouTube come first and Twitter and LinkedIn come last. 
Most of them agree that the exposure on Social media made them know more about 
some products and some services and 45.7% of them admit that they have made a 
purchase, due to social media exposure, that they wouldn’t have made otherwise.  
 
Regarding, the five research questions, that were raised in the beginning of this Thesis 
we can come to the following conclusions.  
About the first question that wanted to investigate the way social media and online 
influences affect the five stages of the consumer purchase process and what is the stage 
that is most affected we saw that all this high share of Internet usage and social media 
platforms by the Greek sample population is impacting their behaviour as consumers. 
This influence is affecting each one of the five stages of consumer decision making 
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process, with the most affected stage being the “information search“ stage, followed by 
the “evaluation of alternatives” stage. 
In the second research question on whether they search for more information online 
and they get influenced by those information when they tend to do an expensive-high 
risk purchase or a cheap one, participants answered that they will mostly search online 
when they are about to make an expensive, high risk purchase, rather than a cheap one. 
Consumers rely more on the internet for information and reviews when they intent to 
purchase an expensive product or service and they rated with 3.43/4 the statement “For 
expensive purchases I will definitely look for information on the internet”, while in 
contrast they rated the same statement for the financial purchases with 2.70/4. Finally 
we also saw in the results that they will search and take into account the reviews of 
other consumers over the product or service they intend to buy mostly when the 
purchase is a high risk one.  
The third research question had to do with the reviews from other users and how they 
affect people, if people are affected equally from positive and negative reviews, if they 
share equally positive and negative reviews and whether they get more affected from 
people they know and trust or people they don’t know? As we saw in the results 
previously people agreed with the sentences “I made the purchase after seeing some 
reviews and “I always rely on reviews before making a purchase” and they rated them 
with 2.89-2.77/4. Fact that reveals the importance of searching product reviews for 
them. Moreover, we saw that searching relevant reviews is for most people a very 
common step before a purchase and participants claimed that they tend to get more 
influenced by negative reviews, rather than positive ones. However, about the sharing 
of reviews respondents answered that they don’t do it that much but if they were about 
to do it they would most likely leave or share a positive review on the web page from 
which they made the purchase or in their social media account. As far as the last part of 
the third question is concerned, we can say that people are mostly influenced when 
they see someone they know, rather than when they see a famous person or someone 
they don’t know and particularly they get more influenced when they see them living an 
experience (such as vacation or traveling) rather than using a product.  
Furthermore, over the fourth question the respondents seem to prefer and use the 
internet as their main source for information, compared to the traditional media and 
most of them choose to search in Google for information and reviews before a 
purchase. 82.7% of the sample chose Internet over the traditional media, while only 
16.9% claimed that they use both media and just one person chose the option “in 
traditional media”.  The research revealed that the most important reason for this big 
difference is the greatest amount of information they find there and the speed in which 
they can access that information. About the ads coming from social media or traditional 
media, people described them with quite equal sharing in both positive and negative 
descriptions. However, they do find the ads in social media more annoying than the 
ones in the traditional media. As we mentioned above this might be happening because 
people are used to see ads in the traditional media but ads in social media haven’t 
added up until recently, fact that changed the user’s experience and started to annoy 
consumers. 
Finally, about the last question over the new technologies and trends, such as “stories” 
and “social teams” people claim that they don’t affect them that much even though 
more than half of them participate in teams and watch the stories that other people 
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create. They rated with less than 50% of the 4 max point system their preferences’ 
affection by stories and teams and very few of them create and share content on social 
media over products or services they have purchased. However, if they were to, it would 
be most likely to inform or warn other consumers. 
 
Based on the survey findings, we can accept the hypothesis that social media and online 
influences do impact consumer behaviour and people do use them not only for 
connecting to one another, but for mercantile reasons as well. This result comes at the 
benefit of business, which can establish communication channels with their clients, 
provide them information and awareness and be close to them and available for them. 
Recommendations 
With all those conclusions in mind we can note that marketers could take advantage of 
the social media and online presence of the consumers and the way those two affect 
their buying behaviour. Nowadays, people spend so much time online and the mass 
audience is no longer sitting in front of a Television. Almost everybody owns a personal 
computer, a tablet, a smart phone or any other device with access on the Internet, fact 
that makes them spend a good time of their day using social media platforms and get 
exposed to all that text, image and video content. Even subconsciously this content 
influences consumers and changes their needs and their preferences. Businesses, 
products and brands are inevitably evolved in the conversations among people in the 
online communities worldwide. Low advertisement cost and personalised ads can 
favour small and medium businesses to enter the game and flourish. This category of 
businesses, include the majority of businesses in Greece. Therefore, it is beneficial for 
them to be active online and on social media, attract consumer attention and increase 
brand awareness. Understand who their clients are and which type of social platforms 
do they use, in order to have strong appearance in the right channels. Start 
conversations, evolve customers, be interactive and make them feel part of the 
community. Encourage consumers to share their experiences, ideas and even their 
reviews in order to give to the business the chance to get better and to the consumer 
the chance to be heard. Therefore, they surely should enable and facilitate online 
purchasing and active presence. Each online channel has its strengths and weaknesses 
and perhaps the best strategy for companies might be to to adopt a multi-platform 
marketing approach to convey the same message, but through different content. Social 
media strategy allows brands to differentiate from the competition based on the 
content they provide and share with their audience. Also, it consists of a cheap way to 
increase brand loyalty. 
 
In conclusion, as we mentioned in the beginning of this Thesis, concerning the 
limitations of this research, further research related to “Social media and online 
influences, on consumer behaviour” is recommended for Greek market and there are 
several gaps that still remain for future research to be done. 
Future research could include a larger sample that could reveal a better overview on 
Greek population, perhaps including not only unban but also rural areas where Internet 
is not too widespread, yet people aren’t so educated and could be easier get affected by 
social media exposure and marketing tricks. 
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